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JAKARTANOTEBOOK.COM 
 
ABSTRAK 
 
Bisnis e-commerce era sekarang memiliki perkembangan yang 
cukup pesat di Indonesia. Proses pembelian online yang dilakukan 
dipengaruhi oleh banyak faktor. Salah satunya faktor teknologi seperti yang 
dijelaskan pada teori TAM (Technology Acceptance Model), yakni faktor 
kemudahan penggunaan dan kemanfaatan. Penelitian ini bertujuan untuk 
mengetahui dan menganalisis pengaruh perceived social presence, perceived 
ease of use, perceived usefulness dan attitude towards online shopping 
terhadap niat beli pada jakartanotebook.com. Sampel yang digunakan dalam 
penelitian ini berjumlah 150 responden yang pernah mengunjungi dan 
menggunakan fitur pencarian di situs jakartanotebook.com. Data 
dikumpulkan menggunakan kuesioner dan diolah menggunakan teknik 
Structural Equation Model (SEM). Hasil penelitian ini menunjukkan bahwa 
perceived social presence memiliki pengaruh positif terhadap perceived 
usefulness, perceived ease of use memiliki pengaruh positif terhadap 
perceived usefulness, perceived ease of use memiliki pengaruh positif 
terhadap attitude towards online shopping, dan attitude towards online 
shopping memiliki pengaruh positif terhadap niat beli di 
jakartanotebook.com. 
 
Kata Kunci: Perceived Social Presence; Perceived Ease of Use, Perceived 
Usefulness, Attitude towards Online Shopping, Niat Beli, TAM 
  
xv 
THE INFLUENCE OF PERCEIVED SOCIAL PRESENCE, 
PERCEIVED EASE OF USE, PERCEIVED USEFULNESS, AND 
ATTITUDE TOWARDS ONLINE SHOPPING TO PURCHASE 
INTENTION ON JAKARTANOTEBOOK.COM 
 
ABSTRACT 
E-commerce in Indonesia is growing rapidly at this time. Process 
online purchases affected by many factors. One of them is technology factor, 
as explained in TAM (Technology Acceptance Model) theory, which is ease 
of use factor and benefit. This research is purpose to find out and analyze the 
influence of perceived social presence, perceived ease of use, perceived 
usefulness, and attitude towards online shopping to purchase intention on 
jakartanotebook.com. Sample that it takes in this research amount 150 
respondents who has been visit and use searching feature on 
jakartanotebook.com site. Data was collected using questionnaire and 
processed using Structural Equation Model (SEM) technic. The result of this 
research showed that perceived social presence has a positive influence on 
perceived usefulness, perceived ease of use has a positive influence on 
perceived usefulness, perceived ease of use has a positive influence on 
attitude towards online shopping, and attitude towards online shopping has 
a positive influence on purchase intention on jakarta notebook.com 
 
Keyword: Perceived Social Presence; Perceived Ease of Use, Perceived 
Usefulness, Attitude towards Online Shopping, Purchase 
Intention, TAM 
 
